
Perret, Jens K.; Beyerhaus, Christiane; Ding, Shuyi

Article

Navigating the high jewelry industry's future:
Sustainability and brand diversification

Businesses

Provided in Cooperation with:
MDPI – Multidisciplinary Digital Publishing Institute, Basel

Suggested Citation: Perret, Jens K.; Beyerhaus, Christiane; Ding, Shuyi (2025) : Navigating the high
jewelry industry's future: Sustainability and brand diversification, Businesses, ISSN 2673-7116,
MDPI, Basel, Vol. 5, Iss. 4, pp. 1-20,
https://doi.org/10.3390/businesses5040049

This Version is available at:
https://hdl.handle.net/10419/338837

Standard-Nutzungsbedingungen:

Die Dokumente auf EconStor dürfen zu eigenen wissenschaftlichen
Zwecken und zum Privatgebrauch gespeichert und kopiert werden.

Sie dürfen die Dokumente nicht für öffentliche oder kommerzielle
Zwecke vervielfältigen, öffentlich ausstellen, öffentlich zugänglich
machen, vertreiben oder anderweitig nutzen.

Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen
(insbesondere CC-Lizenzen) zur Verfügung gestellt haben sollten,
gelten abweichend von diesen Nutzungsbedingungen die in der dort
genannten Lizenz gewährten Nutzungsrechte.

Terms of use:

Documents in EconStor may be saved and copied for your personal
and scholarly purposes.

You are not to copy documents for public or commercial purposes, to
exhibit the documents publicly, to make them publicly available on the
internet, or to distribute or otherwise use the documents in public.

If the documents have been made available under an Open Content
Licence (especially Creative Commons Licences), you may exercise
further usage rights as specified in the indicated licence.

  https://creativecommons.org/licenses/by/4.0/

https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.3390/businesses5040049%0A
https://hdl.handle.net/10419/338837
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/


Academic Editor: Daniel Badulescu

Received: 27 August 2025

Revised: 24 September 2025

Accepted: 15 October 2025

Published: 20 October 2025

Citation: Perret, J. K., Beyerhaus, C., &

Ding, S. (2025). Navigating the High

Jewelry Industry’s Future:

Sustainability and Brand

Diversification. Businesses, 5(4), 49.

https://doi.org/10.3390/

businesses5040049

Copyright: © 2025 by the authors.

Licensee MDPI, Basel, Switzerland.

This article is an open access article

distributed under the terms and

conditions of the Creative Commons

Attribution (CC BY) license

(https://creativecommons.org/

licenses/by/4.0/).

Article

Navigating the High Jewelry Industry’s Future: Sustainability
and Brand Diversification
Jens Kai Perret 1,* , Christiane Beyerhaus 2 and Shuyi Ding 3

1 International School of Management, Im MediaPark 5C, 50667 Cologne, Germany
2 International School of Management, Hauptstr. 27, 10827 Berlin, Germany; christiane.beyerhaus@ism.de
3 International School of Management, Brooktorkai 22, 20457 Hamburg, Germany
* Correspondence: jens.perret@ism.de

Abstract

The article addresses key challenges and opportunities within the high jewelry industry.
It explores how brands can target sustainability and diversification demands by con-
sumers from the supply side. It details sustainability-oriented market trends and resulting
challenges and opportunities for high jewelry brands, in particular regarding artificial
lab-grown diamonds, without being solely focused on this option alone. The study im-
plements a qualitative research methodology, using semi-structured interviews with eight
professionals active in different parts of the high jewelry industry, thus covering a large
share of all high jewelry companies. The interviews provide an in-depth understanding of
the obstacles and opportunities faced by both traditional and new high jewelry brands. The
findings of this study reveal the changing trends in the high jewelry industry. Sustainability
has emerged as a key driver in consumer decision-making, with ethical concerns now
taking a central role in brand strategy and supply chain practices. Diversification has
emerged as a strategy to meet this demand without losing the brand’s luxury essence
and to build brand power without compromising exclusivity and creativity. The study
concludes by proposing an SOR-type framework for the interplay of sustainability and
diversification deduced from the interviews.

Keywords: luxury; jewelry; expert interviews; sustainability; diamonds; pearls; SOR model;
grounded theory

1. Introduction
Due to its unique perceived value, long-term investment appeal, and above-average

high-quality customer base, the demand for high-end jewelry remains strong (Mashhadi,
2024). High-end jewelry was booming in 2024, constantly setting records against the
backdrop of the overall downturn in the luxury goods industry. Although the high jewelry
market remains strong, it does not mean that diamond suppliers are in an equally favorable
situation. De Beers’ diamond inventory has reached a new high since 2008. Due to
multiple unfavorable factors, international diamond giant De Beers is facing its most severe
inventory backlog since the 2008 financial crisis (Mining.com, 2024). Specifically, weak
demand in major markets, intensified competition for laboratory-grown diamonds, and
a decline in marriage rates due to the pandemic have caused the inventory value of the
world’s largest diamond producer to decrease to approximately $2 billion (Moneycontrol,
2024). This development clearly indicates that the high jewelry industry is on a path of
change because both the global economic situation and consumers’ attitudes have changed,
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and not just during the last decade (Serdari & Levy, 2018). The industry has integrated
advancements in technology, besides becoming more sensitive regarding questions of
sustainability (Mohr et al., 2022). The traditional notion of luxury, once harnessed to
exclusive availability and a link with history, is changing to one of eco-awareness and
diversity (Wang, 2023).

However, even identifying a generally accepted definition of high jewelry is ever more
difficult (Cristini et al., 2022), beyond it being handmade, produced by a luxury brand, and
made of precious metals. The preciousness of materials has shifted to the preciousness of
values (Wirtz et al., 2020). Jewelry and other luxury products are increasingly defined by
contemporary influences and contexts. Traditional high-end jewelry typically featured rare
gemstones, such as diamonds and rubies, and precious metals, such as gold and platinum.
Today, materials are no longer the only characterizing element to define if a jewelry item
belongs to the sphere of luxury (Cappellieri et al., 2022). The classical criteria of luxury
products and brands, however, hold for high jewelry brands as well. For this reason, the
high jewelry sector in relation to the fashion industry’s haute couture is sometimes referred
to as haute joaillerie (Felder, 2016). Following the definition of Barchfeld (2009) for haute
couture, a working definition for the high jewelry market includes those luxury brands that
offer ‘wildly expensive’ jewelry items that are ‘made-to-measure’ for the ‘ultra-rich’. Thus,
luxury is determined by very high prices, even compared to normal jewelry standards,
with very strict exclusivity usually produced by the designers themselves. Brands often,
but not exclusively, look back on a heritage, which is an essential part of the brand identity.
The term high jewelry or haute joaillerie, as compared to haute couture, however, is not
controlled by a French institution and is limited primarily to brands with their seat in Paris.

Sustainability in the context of the high jewelry industry is intricately linked to mining
for the raw materials. Mining gemstones and precious metals is destructive to the envi-
ronment because the mining process leads to greenhouse gas emissions, animal habitat
destruction, loss of biodiversity, water contamination, and erosion of the soil. The attain-
ment of sustainable methods of mining is being pursued, but in many places remains
a challenge (Biron Gems, 2023). Thus, their growing awareness of environmental and
social issues has prompted consumers to begin showing interest in ethically sourced stones.
Certification, like the Kimberley Process regarding diamonds, and efforts at the company
level, such as the Responsible Jewelry Council, promote transparency and accountability
along the supply chain (Kimberley Process, 2024), and research calls for the development
of a more stringent supply chain (Antinarelli Freitas, 2024). Aside from this, several certi-
fication agencies exist globally that attest not only to the quality but also to the origin of
the stones, e.g., the GIA, HRD, IGI, and EGL. All of these agencies have already started
certifying lab-grown diamonds as well. Still, nowadays, the diamond supply chain is not
devoid of ambiguities (de Angelis et al., 2021). From a technological point, using blockchain
technology and advanced equipment in gemology can help in the detection of synthetic
and treated stones (Cartier et al., 2018). It allows retailers and consumers to map a stone‘s
history. In part, this technology, as well as related endeavors, is already used in tracing
a gemstone‘s origins and thus detecting conflict stones (Smith et al., 2022). Comparable
technologies, however, are not only applied to gemstones but also to precious minerals and
metals as well (Calvao & Archer, 2021; Young, 2018).

From a cultural perspective, the jewelry industry is dominated by several major
trends, such as cultural significance, expansion in the markets, economic well-being, young
consumers’ preferences, and symbolism (Adnan, 2018) that must be embedded into the
products (Mei & Ahmad, 2023). Increasingly more young consumers enter the market
(Giovannini et al., 2015), and the jewelry industry must devise tactics that cater to their
aesthetic demands and moral values (Guan, 2024). The younger generation pays more at-
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tention to personalization and multifunctionality (McKee et al., 2024), which has prompted
brands to launch high jewelry products that combine innovation and practicality. Further-
more, the younger generation of customers also pays more attention to the embodiment
of environmental protection (Pinho & Gomes, 2024) and cultural values (Easton & Steyn,
2022), which prompts brands to continue exploring how the concept of high jewelry can be
diversified and meet ethical standards, e.g., through lab-grown gemstones or 3D printing
techniques. While theoretical insights can be transferred from related sectors to the high
jewelry sector, Khadeeja (2018) currently presents the only study focusing on the changing
demand for jewelry in younger generations. Driven in part by their different values, several
studies indicate that younger generations have a different willingness to pay (Kapferer
& Michaut, 2019), which consequently will impact their purchase decision. Due to an in-
creased price sensitivity, for younger generations, the market for counterfeit products poses
as an increasingly more relevant alternative (Khan et al., 2022). However, as compared
to the luxury fashion, accessory, or fragrance industry, high jewelry fortunately does not
face a comparatively strong movement towards the purchase of counterfeit products yet
(OECD & EUIPO, 2025).

Lab-grown gemstones offer an environmentally clean alternative to natural stones,
and their consumer base includes environmentalists. On the other hand, traditional nat-
ural gemstones offer the rarity of high-quality natural stones that usually bear historical
value (Khokhani & Mehra, 2025). The lab-grown diamond substitution policy could save
714 million cubic meters of landfill space, harvest 255 million kilograms of rice, feed 436 mil-
lion people, and lift 1.19 million households out of hunger annually (Sun et al., 2024). A
lab-grown diamond substitution policy could contribute to the sustainability efforts in a
cost-saving manner, in particular since gemstones are regularly mined in countries with low
levels of economic development. Thus, this policy would actively promote the first two of
the UN’s sustainable development goals and, by reducing the effects of the resource curse in
part, goal eight as well. Lawson and Chowdhury (2022) even argue that a more sustainable
luxury industry could benefit the goal of reducing inequality. While not fully without
criticism, sales of lab-grown artificial diamonds are continuously increasing. According to
research by Tenoris, Madestones, and Bernstein, the proportion of all lab-grown diamond
sales in the United States skyrocketed from 20% to over 50%, while natural diamond sales
decreased from 80% to below 50% between 2021 and 2023 (Mades Stones, 2023).

Reacting to this trend and the near-perfect purity of lab-grown diamonds, luxury
brands have begun to embrace natural diamonds with flaws and a wider range of colors in
nature. At a high-end jewelry event in June last year, De Beers launched a unique necklace
that blended rough diamonds with various cut forms and brown diamonds, gemstones that
were previously often excluded from high-end jewelry. With the observed market growth of
lab-grown gemstones, the jewelry industry needs to evaluate its business strategies critically
for sustainability. Prada currently stands out as one of the few luxury brands operating at
the high end that include laboratory-created diamonds within their products (Fedow, 2023).
The brand has mainly reshaped people’s perception of artificial diamonds by emphasizing
the benefits they bring and integrating them into the corporate social responsibility agenda.
With experts’ predictions of the possibility of natural mineral depletion within the next 30
to 50 years, jewelry companies will eventually need to consider the adoption of artificial
alternatives (Jowitt et al., 2020).

From a practical perspective, the Danish brand Pandora has already benefited from
laboratory-grown diamonds. Looking back at the challenging fashion retail market in 2024,
there were only a few winners, and Pandora was one of them. Since the beginning of 2024,
the stock price of this company has risen by a cumulative 23%, with a market value of
91.3 billion Danish kroner, setting a new high in the 14 years since its listing. Since 2020, the
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company has increased brand appeal by reducing its store network, launching new series,
and expanding its product categories (Pandora A/S, 2023). By 2024, Pandora confirmed
that it had transformed from a single-product company to a diversified jewelry brand.

In the literature, sustainability in high jewelry, i.e., in particular, the gemstone industry,
is rarely considered. Brandao et al. (2021), in their study, consider the gemstone industry,
but in their discussion of measures to increase sustainability, they consider multiple stages
of the production process of gemstones and assess their respective potential to increase
sustainability. Similar to the diamond industry but considered in the scientific literature to a
much lesser degree is the development of a more sustainable pearl industry, as discussed by
Condello (2021). Another option to make the jewelry industry in general more sustainable
is the use of alternative materials (Lerma et al., 2018; Ray, 2023; Tenuta et al., 2024) or the
establishment of a circular economy for precious metals and materials (Ding, 2023; Keller
Aviram, 2021). An example of this can be found with the brand Spinelli Kilcollin, which
offered rings made of recycled materials.

In summary, Generation Z may be interested in lab-produced artificial diamonds and
sustainably sourced pearls, but most people will still prioritize natural diamonds. The
diamonds produced in the laboratory have the same atomic structure as natural diamonds
and excellent quality, but customers are not only buying this structure (Novita Diamonds,
2024). As with other luxury goods, they buy the experience and the dreams. Conclusively,
diversification could be a trend for jewelry brands, including the expansion into non-
traditional luxury items (e.g., collaborations with other industries like fragrances or writing
instruments). To attract a broader demographic, mid-tier luxury products can be designed
and offered to them.

With very limited literature on the high jewelry market and sustainability devel-
opments therein, this study investigates how luxury jewelry changes based on ongoing
dynamics in two areas: sustainability of the supply chain and market diversification. In a
comparable context, the study by Schulte and Paris (2022) covers a comparable topical field,
but they propose only a theoretical framework. Therefore, this study aims to approach the
topic from an empirical point, and the main research questions for this study are as follows:

RQ1: How can high jewelry brands enhance supply chain sustainability while main-
taining their luxury standards and ensuring favorable economic development?

RQ2: How does product diversification help high jewelry brands’ market positioning
on their way to achieving supply chain sustainability?

To determine answers to these questions, interviews are conducted with experts from
high jewelry brands. This study thereby contributes to the existing literature in three
ways. It provides an in-depth study of a currently relevant trend that the high jewelry
industry is facing and examines how they are coping with it. While studies exist that
highlight the sustainability potential of lab-grown diamonds, these studies usually remain
on a theoretical level and focus on the market for lab-grown diamonds alone (Khokhani
& Mehra, 2025). This study integrates this market into the broader context of the high
jewelry market. By focusing as well on the strategy of product diversification to integrate
sustainability into the business model of high luxury brands, this study establishes that
becoming more sustainable does not necessarily have to be an economically detrimental
decision. On a business level, it thus mirrors the insights by Palma et al. (2014).

To achieve this goal, Section 2 introduces the implemented methodology of qualitative
expert interviews. The results of these interviews are presented in the Section 3 and
discussed in the Section 4. Finally, the Section 5 concludes and deduces recommendations
for practitioners.
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2. Materials and Methods
The methodology of choice in this study is a qualitative approach, i.e., in-depth inter-

views with experts in the jewelry industry conducted in early to mid-2025. The approach
is ideal to investigate sustainability in the supply chain and diversification trends, and
thereby understand the complex dynamics of the industry. The target population of experts
consists of individuals involved in the fields of jewelry, gemstones, and sustainability.
Purposive sampling was used to select participants who had significant experience and
pertinence to the topics under study. The selection criteria include the following:

• The experts require detailed knowledge of high-end jewelry supply chains.
• They require expertise in sustainable practices in the jewelry sector.
• They should have brand development or marketing strategy experience.
• They should occupy leadership roles in either newly formed or established jew-

elry companies.

Regarding the interview guide, semi-structured interviews are used to enable in-
depth discussions of interviewees’ areas of expertise while still assuring comparability
across the corpus of all interviews. The development of the interview guide was carefully
synchronized with the research questions and the theoretical underpinning of the research,
ensuring an in-depth exploration of every thematic area. The questions were developed
as open questions, allowing participants to provide detailed accounts of their experiences
and views.

In total, the interview guide consisted of six parts. After informing participating
experts about the topic of the interview and the collection and analysis of their statements
in the context of a scientific study, their informed consent has been collected. Only after
consenting did the interview itself start with an introductory section. The second and third
sections concern themselves with sustainability and diversification endeavors in the high
jewelry sector. In this regard, sustainability endeavors are not restricted solely to lab-grown
diamonds but are phrased more broadly. Sections four and five consider the emergence of
new brands in the industry and current investment trends. Even though these two parts
were contained within the interview due to a broader research interest, to keep the topical
consistency of the article and avoid deviations from the guiding research questions, they
do not enter the analysis presented herein. The interview concludes in the sixth section
with a summary of recommendations for companies active in the high jewelry industry.

In detail, the interview guide had the following structure:

1. Introduction and Background

a. Could you briefly describe your role in the jewelry industry?
b. How long have you been working in the jewelry or related sectors?

2. Sustainability in the High Jewelry Supply Chain

a. What are the key challenges your company faces in implementing sustain-
able practices?

b. How do you perceive the role of lab-grown diamonds in promoting sustainability?
c. Are there other specific initiatives your company has undertaken to pro-

mote sustainability?

3. Diversification of High Jewelry Concepts

a. From your perspective, how does product diversification impact a brand’s
market positioning?

b. Could you share examples of diversification initiatives you’ve observed in
the industry?

4. Traditional vs. New Jewelry Brands
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a. What are the key strengths and weaknesses of traditional high jewelry brands?
b. What do you think new brands should bring to the table in terms of market appeal?
c. In your opinion, how important is it for brand managers to also have product

design skills?

5. Capital Investment and Market Trends

a. What motivates capital investments in high jewelry brands?
b. How do such investments influence brand creativity and strategic direction?
c. What role does the Asia-Pacific market play in shaping the future of high jewelry,

particularly regarding investments and consumer trends?

6. Recommendations for the Industry

a. How can high jewelry brands balance tradition and innovation to retain their
heritage while staying relevant?

b. What advice would you offer to brands aiming to appeal to younger, more
sustainability-conscious consumers?

Part 1 of the interview allows for a respective assessment of the expert’s suitability
for the study. Part 2 and question 6a address the first of the two research questions,
while part 3 and question 6b address the second research question. Parts 4 and 5 have
no relation to the current study. They have been listed in the overview above to give the
reader the opportunity to assess potential biases resulting from them regarding the answers
to part 6. Where parts 2 and 3 ask about industry developments, part 6 aims to elicit
actionable recommendations. Above, the current problems that the industry is confronted
with have been introduced. Question 2a aims to assess the experts’ perceptions thereof.
While this study and a large part of the existing research focus on lab-grown diamonds,
question 2b evaluates the underlying assumption of the primary relevance of lab-grown
diamonds in sustainability endeavors. Question 2c adds to this assessment by focusing
on alternative sustainability endeavors. Thus, part 2 generates insights into the current
situation regarding sustainability activities in the high jewelry industry. Question 6a takes
a step back and considers lab-grown diamonds and other endeavors in a more general
context as innovations and tries to elicit their disruptive potential for the market as a whole.
Acknowledging that a slight halo effect from the preceding discussion of sustainability
endeavors persists, part 3 asks about diversification strategies in general. Thus, it allows us
to assess if sustainability can be considered a tool for a diversification strategy in its own
right (question 3b) and what effects this strategy might have on a luxury brand’s image.
Part 2 thus challenges the underlying assumption that diversification, motivated in part
by the changing preferences and values of younger generations, is a feasible solution for
luxury jewelry brands. Question 6b brings this to the point by directly asking about the
reaction towards an increasing number of younger consumers.

The interview study has been approved by the ethics committee of the International
School of Management. All interviews were recorded after assuring informed consent
from the interviewees. The original audio recordings were transcribed, and due to privacy
assurances to the interview partners, they were consequently destroyed. The transcripts
are available from the corresponding author. Note that the direct quotes reproduced in this
article are taken verbatim from the answers of the interviewees. Since not all of them are
native English native-speakers, several grammatical errors are present, leaving answers as
given and unaltered. Analysis of the interviews is based on a grounded theory approach,
and following the paraphrasing and categorization of the interview transcripts, we will
use axial and selective coding to develop a theory. Herein, the grounded theory approach
by Kuckartz and Rädiker (2023) is adopted, and hypotheses are developed based on the
interviews that will constitute the theory answering the two underlying research questions.
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3. Results
3.1. Expert Selection

Qualitative interviews do not strive to achieve representativeness, but in the context
of this study, a total of eight expert interview partners could be recruited to take part in the
study. Six of the eight interviewees directly work for high jewelry companies and have a
history of working for others other than those stated below. The seventh expert (INT G)
works for an investment company specializing in gemstones, precious metals, and jewelry,
and the eighth (INT H) is a collector of antiquities and jewelry. Considering that Cognitive
Market Research (2025) in the annual global report lists only 27 high jewelry companies,
some of them, however, incorporating multiple brands, this study realizes a coverage rate
of more than a fifth (22.22%) of all high jewelry companies. While for reasons of anonymity
the names of the interviewees are not stated in this study, they represent the following
brands, among others:

Rosenglanz (INT A);
NCE Pearly (INT B);
Millenia (INT C);
Tereza (INT D);
TASAKI (INT E);
Serendipity (INT F).
The experts originate from Germany, France, China, and Singapore. Thus, cover-

ing a comparatively large area and combining insights into multiple culturally different
environments. Each of the conducted interviews lasted for about 30 min.

3.2. Evaluation of the Interviews
3.2.1. How Can High Jewelry Brands Enhance Supply Chain Sustainability While
Maintaining Their Luxury Standards and Ensuring Favorable Economic Development?

The results of the eight expert interviews via axial coding have led to grouping findings
into two broad themes following the underlying research questions, i.e., sustainability in
high jewelry and product diversification & market expansion.

In the evolving world of high jewelry, sustainability has been an absolute necessity,
which compels brands to develop strategies for reducing their footprint on the environment
without sacrificing their heritage of luxury. Among the key measures in this aspect is
the advent of lab-grown diamonds that offer buyers a more ethical as well as transparent
choice compared to diamonds mined traditionally. The capacity of these to reduce the
destruction of the environment and allow traceability is agreed upon by the majority
of professionals. However, as much as they have gained in popularity, they have not
yet entered the ultra-high-end range, where rarity and natural provenance are still key
determinants of perceived value. A further issue concerns maintaining transparency
throughout the supply chain, specifically in sourcing ethically responsible materials for high
jewelry. End-to-end traceability is usually difficult for traditional brands to attain because of
the complexity in their networks. On the other hand, newer firms are employing blockchain
technology and circular economy principles to provide traceable data on sourcing so
that customers can follow the journey of each part from origin to final product. This
innovation promotes customer confidence and simultaneously pushes the industry towards
better ethics.

The pearl jewelry sector has its sustainability issues, especially in reconciling luxury
and the environment. Experts hold opinions that an opportunity should exist to inform
consumers of sustainable farming practices that would conserve marine ecosystems while
producing high-quality pearls. One of the key methods used to minimize the environmental
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impact of jewelry production while simultaneously guaranteeing quality and beauty is the
use of recycled metals.

Despite these innovations, achieving a balance between sustainability and the ancient
craft of producing high-quality jewelry is still one of the most critical challenges nowadays.
As more companies are turning ‘green’, some in the industry evoke the difficulty of preserv-
ing exclusivity and the artisanal charm that have long been linked with the sector. Striking
the balance entails seeking innovative solutions that honor the tradition of fine jewelry
while embracing sustainable values that are favored by today’s consumers. In detail, the
experts state the following:

‘Lab-grown diamonds appeal to eco-conscious and younger consumers since
they reduce environmental footprints and ethical concerns. However, in the high
jewelry industry, they cannot replace the appeal of natural diamonds.’ (INT C,
lines 370–374)

‘TASAKI has gained recognition for operating our wholly owned pearl farms,
enabling us to maintain responsible aquaculture practices. In addition to that,
we also take pride in investing in traceable diamonds and green packaging
as a complement to researching new materials that support our sustainability
objectives.’ (INT E, lines 790–793)

Luxury jewelry brands are expanding beyond the scope of jewelry, tapping into
interior design, bags, and other accessories. Not only does this strategic move boost brand
exposure, but it also allows these houses to face an ever-changing consumer attitude from
customers. Through expertise in lifestyle products, luxury jewelry houses can move beyond
established connoisseurs and wealthy clients, tapping an expanded base while hopefully
maintaining their base of elitism.

Apart from tapping into other forms of products, another developing tendency in-
volves the blending of high jewelry with other markets, specifically by way of cross-industry
collaborations and limited editions. The addition of precious stones to timepieces (watches)
offers an attractive way in which brands can showcase expertise both in jewelry and
watches. In addition, collaborations with other haute couture houses and luxury labels lead
to extraordinary or one-of-a-kind pieces that combine jewelry brands with haute couture,
attracting both connoisseurs and those devoted to fashion.

Forward-looking, established players as well as entrants are utilizing different kinds
of strategies to establish and enhance their presence in the marketplace. Established high
jewelry houses may continue focusing on heritage, master craftsmanship, and venerable
pasts while maintaining prestige. On the other side, newer brands implement direct-
to-consumer strategies, partnerships, and social-inspired strategies by way of creating
niches in the crowded luxury market. By leveraging newer marketing strategies coupled
with modern means of connecting with consumers, these newer players are redefining
conventions in the luxury market, thus altering perceptions as well as the high jewelry
experience. In detail, the experts say the following:

‘Product line expansion allows jewelry brands to expand their consumer base
without altering their underlying character. As an example, companies that ini-
tially concentrated on classic diamond jewelry have added colored gemstones,
collaborated on design, and produced retro-style pieces to cater to a new genera-
tion of shoppers.’ (INT H, lines 39–42)

‘Some luxury brands integrate high jewelry into the timepiece, combining art and
function. Others release limited-edition collaborations, fitting classic craftsman-
ship with modern trends. My boutique selects brands that offer everything from
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timeless to edgy design, providing variety within a luxury experience.’ (INT C,
lines 386–389)

The sustainability of supply chains has now become a key challenge for luxury jewelry
brands in balancing environmental responsibility with exclusivity and craftsmanship in
luxury. This section discusses the main challenges, industry strategic measures, and new
approaches that companies are undertaking to enhance their sustainability while sustaining
their prestigious status.

Based on the interview, three themes for key challenges were noticed: material trace-
ability and ethical sourcing, not universally accepted lab-grown diamonds, and balancing
craftsmanship, luxury, and sustainability. Below is their explanation in detail.

One of the most pressing challenges in high jewelry sustainability is to ensure the
traceability of materials without compromising the rarity and exclusivity that define luxury.
INT E highlighted the difficulty that comes with sourcing responsibly sourced materials.
She emphasized the need to use traceability technology to ensure the origin of diamonds
and pearls, which requires building a strong relationship with the supplier. ‘One of the
most enduring challenges is procuring ethical materials without compromising on the
level of rarity and exclusivity that is demanded in high jewelry. Being able to provide
complete transparency throughout the supply chain, especially for pearls and diamonds,
means working very closely with suppliers and investing in traceability technology.’ (INT
E, lines 773–776).

INT H stated that antique jewelry and used jewelry help improve sustainability by
reducing the need for extracting new minerals. However, the lack of transparency about the
source of antique gemstones and metals is another major hindrance. ‘Among the challenges
of high jewelry sustainability is traceability of materials, specifically for antique and second-
hand jewelry. While antique jewelry is by definition sustainable as it promotes reuse and
reduces the demand for new mining, it is challenging to trace the origin of gemstones and
metals.’ (INT H, lines 17–20).

INT F acknowledged that artificially created diamonds provide an eco-friendly option
with their conflict-free nature and environmental benefits. However, she argued that
artificially created gems are missing the heritage factor and emotional appeal that come
with natural diamonds, making them less desirable in the ultra-luxury jewelry market.
From her perspective, lab-grown diamonds belong to another category. They can only be
made into ‘accessories’, which means they can never serve as ‘high jewelry’. ‘For high
jewelry, the key point would be beauty and rarity. To have these two elements is the key to
be in the category of high jewelry. As lab-grown stones, they are beautiful but don’t have
the rarity. They can be reproduced. For me, the lab-grown, currently they are affecting
the market, but eventually they are from different markets. Lab-grown eventually will be
accessories. And high jewelry will always stick to natural diamonds.’ (INT F, lines 124–128).

INT B viewed lab-created diamonds to be the ultimate sustainable option, thus elim-
inating the need for digging and reducing environmental damage. However, being the
founder of a pearl brand herself, she emphasized the need to raise overall consumer
awareness about sustainability in their mindsets. ‘Lab-grown diamonds are literally the
epitome of sustainability because they bypass the entire process of mining that completely
destroys the planet and damages local communities. NCE-Pearls is all about pearls, but it’s
absolutely apparent that lab-grown diamonds are a hip, environmentally friendly option
for other pieces of jewelry as well. Lab-grown diamonds allow companies to produce
elaborate, high-end pieces without compromising their green and ethical stance.’ (INT B,
lines 450–455).

INT C explained that several brands are incorporating lab-created or recycled dia-
monds as an option, but not replacing natural diamonds completely. In this way, they are
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meeting sustainability targets without losing the trust of traditional luxury consumers.
This is a compromise. ‘Some of the brands in my store are adding lab-grown or recycled
diamonds as a choice for sustainable alternatives without diluting luxury connotations.
However, in high jewelry industry, they cannot replace the appeal of natural diamonds.’
(INT C, lines 371–374).

INT F expressed that some eco-friendly materials are not meeting the aesthetic and
qualitative criteria that luxury jewelry connoisseurs look for. For this reason, she high-
lighted that the use of sustainability should not undermine brand exclusivity. For her
brand, she admitted that it’s challenging to balance exclusivity with sustainability. ‘Tradi-
tional craftsmanship sometimes relies on the materials that have really scarce sustainable
alternatives. High jewelry is especially this case. Balancing sustainability with exclusivity
is challenging for us because we need eco-friendly materials at the same time meeting the
expected quality for our collectors.’ (INT F, lines 116–119).

Furthermore, the NCE-Pearls’ founder stressed that many consumers are unaware of
sustainable practices in the jewelry sector. As a result, educating them is vital to promoting
the concept of sustainable luxury. ‘Also, it’s somewhat of a challenge to educate our
customers on why sustainability is a concern in pearl jewelry, given that many of them do
not really know or understand how pearl farming impacts society and the environment.’
(INT B, lines 443–446).

Based on the previous axial coding, the emerging themes can be turned into selective
coding. The experts recommend strengthening supplier partnerships to uphold responsible
aquaculture (extracted from INT E) (especially for pearl brands, like TASAKI and NCE-
Pearls). High jewelry brands should aim to incorporate lab-grown diamonds, recycled gold,
and responsible pearl farming while maintaining exclusivity (extracted from INT C and
INT F). Finally, they should enhance the systems of the circular economy with pre-owned
jewelry upcycling (extracted from INT H).

To make consumers more familiar with the issues of sustainability in high jewelry, the
experts recommend using online platforms for educating consumers (extracted from INT
B and INT F). Additionally, they should offer alternatives for sustainable luxury choices
without compromising on aesthetics (extracted from INT C and INT E).

Initially, INT H stressed the growing use of blockchain authentication to track the
origins of gemstones used in vintage and used jewelry to ensure authenticity and build
trust. ‘One of the high-profile trends that is receiving more attention in the sector is
using blockchain technology to verify the origin of high-value antique pieces.’ (INT H,
lines 32–34).

On the other hand, INT E mentioned TASAKI’s investments in both traceable dia-
monds and responsible pearl farming. Both of these practices ensure ethical sourcing
without diminishing luxury value. ‘TASAKI has gained recognition for operating our
wholly owned pearl farms, enabling us to maintain responsible aquaculture practices. In
addition to that, we also take pride in investing in traceable diamonds and green packaging
as a complement to researching new materials that support our sustainability objectives.’
(INT E, lines 790–793).

INT F reported that they implemented a made-to-order production model in her
company to minimize waste and reduce overproduction. Before they make pieces for
clients, they choose the stones based on the criteria that, in the end, nothing will be wasted.
On the other hand, her brand is also responsible for recycling services. If an old gold piece
is no longer in good condition, it can be melted and remade into a new piece. During this
process, she tries to guarantee ‘zero waste’. ‘We have workshops in China and France. As
for jewelry, especially the rings, they have to be exactly the sizes of the future collectors.
When we make the jewelry, it’s already the perfect size for the client. Another thing we do
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is that sometimes the clients already have a piece of jewelry that they inherited from their
family, given by their grandmothers, for example. The style, the shape may no longer be
in good condition. We will recycle the material and make a new piece of jewelry. But we
don’t waste any gold in the process.’ (INT F, lines 131–136).

INT H advocated for a circular economy, where old jewelry would be reused, rebuilt,
or resold. ‘There are various jewelry companies and collectors that support concepts related
to a circular economy. Rather than dispose of old jewelry, they choose to reuse, rebuild, or
sell it again. In addition, various companies use recycled gold and gems that are mined
using environmentally friendly methods, thus improving their sustainability efforts.’ (INT
H, lines 29–32).

NCE-Pearls’ founder, INT B, hosts a series of workshops and events. The activities
raise consumer awareness about the environmentally friendly approach used during pearl
cultivation and thus enable better consumer decision-making. ‘And we host workshops
and events to educate people why sustainability in jewelry is such a big deal so that they
can make more informed decisions when they purchase.’ (INT B, lines 460–462).

From the selective coding and expert insights, the following hypotheses can be deduced:

H1. The improved traceability along the high jewelry supply chain increases consumers’ trust and
reinforces the brand’s reputation.

This core assumption is supported by the traceable diamonds and responsible pearl cul-
tivation instituted by TASAKI, as explained by INT E, combined with the use of blockchain
authentication for pre-owned items, as mentioned by INT H.

H2. High-end jewelry brands that use lab-created diamonds and recycled metals will most likely
resonate with younger consumers who value sustainability, but they may face resistance from
traditional luxury buyers.

The justification behind the second hypothesis is based upon INT F’s contention that
cultured gemstones cannot replace natural gemstones in the luxury gemstone consumption
space. The founder of NCE-Pearls, on the other hand, viewed such cultured gems as
symbols of sustainability.

H3. Education of consumers on sustainability, supplemented with online interaction, can lead to
greater adoption of ethical jewelry.

The reasoning behind the third hypothesis is based on the comprehension of the
value placed upon consumer education. For this, INT B and INT F utilize workshops and
web-based assessments as core methodologies.

This part targeted the first of the two research questions, RQ 1, suggesting that attain-
ing sustainability in the supply chains of high jewelry requires a subtle balance among
ethical sourcing, material innovation, and luxury standards. While alternatives like syn-
thetic diamonds, recycled metals, and blockchain technologies are viable options, the
consumer mindset and industry tradition are sometimes not totally in line with them. To
uphold the ideals of sustainability and exclusivity, it is necessary for brands to promote
transparency, evolve production methods, and make consumers aware of the core principles
behind ethical luxury.
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3.2.2. How Does Product Diversification Help High Jewelry Brands’ Market Positioning on
Their Way to Achieve Supply Chain Sustainability?

Product diversification has become an essential strategy among high-end jewelry
houses to widen the consumer market, enhance visibility, and adapt to the changing de-
mands in the market, i.e., in particular, the trend towards more sustainability. Whereas
some houses diversify themselves by entering new product segments, such as watches, ac-
cessory lines, and home products, others focus on partnerships, novel materials, or custom
products. This segment analyzes the impact of product diversification on brand positioning
and consumer interactions based on the opinions and feedback from professionals.

INT E explained that a product diversification strategy allowed the brand to reach new
consumers without compromising its luxury reputation. She cited the Balance collection
by TASAKI as an example, which reinvents pearl jewelry using an architectural concept,
thus appealing to a younger market segment without compromising the exclusivity of the
brand. ‘At TASAKI, our iconic ‘Balance’ series reimagines pearl jewelry through modern,
architectural eyes. The expansion of product categories, such as fine jewelry and bridal
collections, further enhances the brand’s approachability while maintaining exclusivity.’
(INT E, lines 799–802).

INT F clarified how the expansion into the diverse operational structure allowed her
brand to appeal to a wide range of consumers without sacrificing its core identity. She
combined diverse traditional pearl jewelry with new, creative sculptural pieces, resulting
in a harmonious and diverse visual style. She emphasized creativity and mentioned the
popular ‘Bread Collection’, which was widely accepted by people in their twenties to fifties.
In this way, her principle is ‘Jewelry should be something that brings you happiness’. ‘It’s
very important to be creative. Like the new collection that we launched early this year, it’s a
really fun collection that used the engraved gemstone centerpiece. We gave them a smiling
face on top of the gemstone through technique and created the foot, the hand, and even the
hair of a gemstone to make the gemstone look like something that belongs to your daily life.
For example, we have the bread collection, like croissant, baguette, chocolate. . .Creativity
is also the key to capture the younger generation. The bread collection is a huge success.
People from age twenties to even fifties, their first impression when they look at the
collection, it’s not about the price or values of the pieces. It just simply brings happiness
to whoever is wearing them. That I think is key of jewelry. It’s supposed to bring you
happiness and give you pleasure.’ (INT F, lines 234–247).

INT A mentioned that product diversification considerably made brands adapt to the
changing preferences of consumers through the supply of items that ranged from minimal
casual wear to bold fashion jewelry. ‘Product diversification allows a brand to build a more
diverse consumer base and be better attuned to the changing tastes of its consumer. By
offering a range of options—from informal daywear to dramatic, bold pieces to highly
refined options—a brand is able to position itself as accommodating and diverse.’ (INT A,
lines 577–580) INT A expressed that some brands allow customers to choose gemstones
and engravings. In this way, personalized and one-of-a-kind items are created, which let
customers build an emotional connection to the brand. ‘Some high-fashion companies,
for instance, developed minimalist jewelry that one can use on a day-to-day basis. Some
companies also personalize their offerings to enable their clients to engrave or use various
stones in their merchandise.’ (INT A, lines 583–585).

The creator of NCE-Pearls argued that a wider range of products would enable
luxury brands to be more accessible to various consumer groups, which include both
price-sensitive buyers and seekers of luxury. ‘Product diversification is about allowing
a brand to capture more customers and adapt to new marketplace demands. Offering
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various types of pearl jewelry across price points allows us to capture both budget-conscious
individuals and those looking for something more elaborate.’ (INT B, lines 467–470).

How product diversification influences brand positioning and consumer engagement
can be extracted from the previously developed themes, with INT E and INT H both advis-
ing to go diverse while maintaining the brand DNA (extracted from TASAKI’s ‘Balance’
series, Serendipity Jewelry’s mix of classic and avant-garde styles). Additionally, companies
should expand product lines in ways that complement brand heritage and craftsmanship
(extracted from INT A and INT F). Finally, they could use a made-to-order production
model to deepen efficient management (extracted from INT B, INT F).

INT B found that consumers were increasingly valuing customized experiences, which
showed their emotional attachment to the brand. ‘There are a lot of them getting into
customizations also, allowing people to design their own pieces. Teaming up with fashion
designers or influencers has also been a great way to expose their brand to new audiences.’
(INT B, lines 475–477).

By employing selective coding and expert judgments, the following hypotheses
are developed.

H4. Product diversification can enhance a high jewelry brand’s ability to attract new customer
segments. It can be achieved without sacrificing its core identity.

Supporting this hypothesis are TASAKI’s ‘Balance’ collection (according to INT E), the
combination of classic and new-era aesthetics offered by Serendipity Jewelry (according to
INT F), and the diverse design alternatives offered by Rosenglanz.

H5. Customization and interactive shopping experiences increase consumer engagement and brand
loyalty in high jewelry.

The empirical evidence for the third hypothesis can be seen in personalized jewelry
offerings (according to INT A, INT B, and INT F) and interactive customer experiences
that lead to deeper emotional connections with the brand (according to INT B and INT
F). It assumes that product diversification significantly contributes to defining consumer
interaction and market positioning of luxury brands. With the launching of new product
lines, collaborative ventures, or the design of specially crafted experiences, product diver-
sification can increase the exposure of the brands in the marketplace while maintaining
their aura of exclusivity. However, the diversification strategies by the brands must ensure
alignment with the luxury positioning, avoiding overt commercialization.

4. Discussion
The five hypotheses postulated based on the results of the interview study can be

summarized in a comprehensive model as illustrated in Figure 1.
On the left are those five constructs that the high jewelry company can directly in-

fluence. In the middle part are those constructs that do not explicitly exist but are latent
constructs in consumers’ perceptions of the brand. Finally, on the right side of the figure are
the measurable actions of consumers, i.e., purchasing sustainable high jewelry items. With
these characteristics, the results of the study can be placed very well within the structure of
a neobehavioristic stimulus–organism response (SOR) framework (Jacoby, 2008).

Even though the effect of trust and reputation on consumer loyalty and, in turn, the
effect of consumer loyalty on the adoption, i.e., purchasing, of sustainable high jewelry
items cannot be established from the answers of the experts, they are well-documented
theoretically and empirically in the literature. Bulsara and Vaghela (2023), in their review,
argue for the link between trust and brand loyalty as well as a direct link between trust
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the purchase intention. The link between reputation or brand image and consumer loyalty
can be established via the review on this topic by Tahir et al. (2024). They also hint at the
impact of brand image on purchase intention. Finally, Afandi and Marsasi (2023), among
others, establish the link between consumer loyalty and purchase intention.

Stimulus Organism Response

External Factors

Sustainable Origin

Traceability Trust

Reputation

Consumer Age

Loyalty

Education
Adoption

Customization

Diversification

H1

H2

H3

H4

H5

Figure 1. Resulting Model Structure.

Traceability and sustainable origin are considered separate entities, as traceability of
a diamond’s or pearl’s origin does not necessitate their sustainable origin; neither does a
sustainable origin necessitate good traceability provided by companies, however often they
are often discussed together. Hypothesis H2 can be interpreted as a moderating effect on
the relations postulated via hypothesis H1.

Up to this point, the SOR framework has only been applied twice in the context of
jewelry. Mohammad Shah and Linxue (2024) use a simplistic version of the SOR frame-
work, with only four constructs deduced from theory, to model purchase intentions for
Chinese jewelry items. Moraes et al. (2017) implement an unconventional form of the SOR
framework, and in their consideration of ethical luxury consumption, they focus solely
on the avoidance of conflict diamonds. Their model is externally motivated and utilizes
data collected via consumer interviews. Thus, the model established above contrives the
first consistent understanding of the dynamics in the high jewelry market, focusing on
two aspects of sustainability. Unlike most implemented modeling frameworks, it has been
developed based on the perception of experts with long-term and profound understanding
of the market dynamics. The structure of a neobehavioristic SOR model has thus not been
externally fixed but emerged from the grounded theory approach adopted herein. In this
regard, this study deviates from most business studies, even qualitative ones. Other rare
studies where an SOR framework emerges from a qualitative study include the studies by
Dogru-Dastan and Yilmaz (2024) on theme parks or Min and Tan (2022) on livestreaming
commerce. In both cases, the resulting models can be considered to be less sophisticated
than the one developed herein. To the knowledge of the authors, very few qualitative
expert-based studies on the high jewelry sector exist, and the present study is the only one
where an SOR framework has been deduced from the experts’ assessments.
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5. Conclusions
5.1. Key Insights and Theoretical Contributions

The findings of this study reveal the changing trends in the high jewelry industry.
Sustainability has emerged as a key driver in consumer decision-making, with ethical
concerns now taking a central role in brand strategy and supply chain practices. The study
highlights the increasing focus on ethics within the high jewelry industry as consumers and
brands are calling for responsible sourcing, environmentally friendly mining practices, and
sustainable materials. Worthy of note is the increasing trend towards lab-grown diamonds.
However, there exists resistance from the ultra-premium segment, where the diamonds are
considered symbols of luxury, social status, and cultural heritage.

According to some experts, the emergence of digital technologies, blockchain technolo-
gies among them, has reshaped interactions between high jewelry houses and customers,
making original experiential crafting and tailoring increasingly vital. High jewelry is a
unique category that is described by its extraordinary, one-of-a-kind nature and higher
artistry. Still, firms have worked hard towards the incorporation of complementary product
lines that embrace luxurious qualities and also appeal to a wider consumer base. Diversifi-
cation has emerged as a strategy to build brand power without compromising exclusivity
and creativity. While diversification offers great opportunities, it simultaneously presents
risks of commodification and brand dilution.

From a theoretical point of view, the study provides a first qualitative analysis that
considers the aspects of sustainability and product diversification in the high jewelry
industry. Implementing a sample of experts for the interview-based study that represents
almost a quarter of the industry provides added value to the study results. By resorting to a
grounded theory approach to analyze the study results, the expert answers could be placed
within an SOR framework. Thus, this study is one of the few where the SOR framework
results as a conclusion from an empirical study and is not externally enforced. To the best
of the authors’ knowledge, in the field of jewelry and luxury research, it is the only such
type of study. Thus, for future studies in the field of luxury jewelry, it presents researchers
with a valuable, empirically founded tool to base their research on.

5.2. Recommendations for Practitioners

The results of this study have important implications for the high jewelry industry
and stakeholders. The ability to keep pace with changing consumer demands, technologi-
cal advancements, and sustainability concerns will be paramount to ensuring long-term
prosperity in the industry. A key challenge facing the industry is a growing demand for
products that are sustainable and ethical in terms of sourcing. Consumers, particularly
younger consumers, have a higher awareness of the environmental and social impacts
linked to what they purchase, which places pressure on brands to rethink or even rede-
velop their supply chains and manufacturing processes. This transformation has led to a
focus by brands on factors such as transparency, traceability, and alternative materials like
lab-created diamonds and recycled metal. While these sustainability efforts offer brands
a way to enhance reputation and meet consumer expectations, they also pose challenges
to maintaining exclusivity and perceived value, which are traditionally associated with
high jewelry. In the future, there is a long way for the industry to work towards achieving
a balance between luxury and sustainability to ensure that the aura around high jewelry
does not erode.

The changing consumer demographics have a direct impact on the industry. Younger
generations, particularly Millennials and Generation Z, are no longer those who only
pursue social status. They redefine what luxury means to them in terms of experiences,
personalized products, and sustainable consumption. This calls for a reevaluation of brand
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positioning and marketing strategies. While heritage retains high value, brands also have
to emphasize their relevance and inclusivity in contemporary times.

Collaborative initiatives involving designers, artists, and non-traditional luxury cate-
gories like fashion, fragrance & scent, and cutting-edge technology can be seen to expand
the appeal of high jewelry houses to new consumer segments without diluting their inher-
ent essence. For these firms, it’s critical to understand that younger consumers highly value
storytelling and authenticity, making a superficial marketing approach insufficient. Con-
sumers today want a deeper connection with brands that they favor and patronize. Brands
that connect with customers have a much better chance of retaining valuable customers
long-term. Therefore, only if high jewelry houses have a clear vision with customers are
they best prepared for long-term success.

Professionals and artisans in the high jewelry industry face various new opportunities
and challenges with changing dynamics in the marketplace. High jewelry designers now
have the responsibility to be equipped with technical skills and develop a more profound
insight into consumer trends and sustainability concerns. Incorporating ethical materials,
exploring new forms of artistic expression, and leveraging digital tools for enhanced
customization are all qualities that designers should have when working for companies
that stay ahead in the rapidly changing market.

In an ever-more globalized and digitalized world, consumers are surrounded by a
rich kaleidoscope of cultural and artistic heritage. High jewelry houses face this challenge,
combining carefully designed narratives with a strong sense of cultural awareness in
collections that reflect integrity and respect. Through collaboration with local artisans,
reinventions of traditional designs, and inspirations from local techniques in craftsmanship,
they focus on cultural storytelling. However, it is important for these institutions to
approach cross-cultural influences with thought and respect, thus ensuring that they pay
homage and do not exploit cultural heritage. Through such efforts, high jewelry brands
can be crowned as international leaders in artistic innovation while strengthening ties with
consumers worldwide.

Finally, the best endeavors will not be successful if customers do not become aware
of them. Considering that sustainability communication already is a delicate business
for any brand, it becomes even more delicate for luxury jewelry brands. Thus, a fitting
communication strategy targeting the different consumer groups needs to be developed
(Machado & Goswami, 2024).

In conclusion, the high jewelry industry is now standing at the crossroads where
tradition and innovation have to exist in harmony. While heritage and craftsmanship remain
the pillars of luxury, they must be balanced with some adaptations to make brands remain
relevant in a dynamic business landscape. Sustainability, technological innovation, and
cultural responsiveness will determine the direction of high jewelry’s future, influencing not
only corporate behaviors but also relationships with consumers. It is critical that industry
stakeholders (like brands, investors, or designers) recognize that consumers nowadays are
very different from the previous generations.

5.3. Limitations

The present research relied largely on semi-structured interviews carried out with
industry professionals. Even if the interviews provided in-depth responses, the sample
size remained limited, and opinions were largely derived from people who had immediate
industry experience. Including a broader range of stakeholders, such as consumers, inde-
pendent designers, and sustainability experts, in the study could enrich the findings. This
can be achieved by implementing the developed model in an empirical quantitative study
and testing it for customers of high jewelry brands.
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The study centered on studying the high jewelry markets mainly in Europe and Asia,
focusing strongly both on the established players who are long-time market players in the
respective territories and the upstarts who are just starting to gain share in the competitive
market. It is, however, worth noting that the market dynamics could vary considerably
in other global market territories, including North America and the Middle East. The
consumer preferences, the influence of cultures, and the different economic situations in
the respective territories all play essential roles and could result in significant market and
trend variations.

Considering the qualitative character of the research, the conclusions that arise from
the research are essentially interpretive and based on a thematic examination. Although
the specific research methodology is found to be effective in yielding in-depth findings,
interviews cannot provide quantitative data to test the elicited trends.

The luxury jewelry market is marked by its strong dynamics, which are greatly in-
fluenced by the constant change in consumer behavior and preferences. Some trends,
among them the push for sustainability and the continuous technological innovation, are
liable to changes in the future, requiring consistent monitoring beyond the period covered
by the current study. Future studies could enrich and advance qualitative findings by
supplementing them with broad consumer surveys and detailed data-driven evaluations.
This methodology could provide a precise measurement of realistic consumer behavior
and purchasing decisions.

An extensive and detailed comparison and an in-depth analysis between high jewelry
and other segments in the greater world of luxury items, i.e., haute couture, luxury watches,
and premium fragrances, show promising potential. The insights could be used to reveal
the shared impacts and collective influences found in the industry.

Certifications in the jewelry industry are valued as authentic and perceived as stan-
dards when purchasing and investing. An important characteristic of these certifications
is that their rating standards change gradually because of the environmental standards
or diamond scarcity itself. This already calls for regularly updated studies. Evaluation of
the efficiency of certification models, e.g., Fairmined gold and the Responsible Jewellery
Council’s established criteria, could significantly advance the establishment of a reliable
and credible image according to consumers, who are becoming increasingly discerning.
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